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Penelitian ini bertujuan untuk menguji pengaruh mediasi persepsi resiko produk pada hubungan pengalaman belanja dan intensitas
pembelian pada mahasiswa Universitas Syiah Kuala. Data dikumpulkan dari 150 mahasiswa dengan metode Purposive Sampling.
Hasil penelitian menunjukkan pengalaman belanja online berpengaruh positif signifikan terhadap intensitas pembelian dan persepsi
resiko produk pada mahasiswa. Persepsi resiko produk juga memiliki pengaruh negatif signifikan terhadap intensitas pembelian.
Persepsi resiko produk terbukti memediasi secara parsial hubungan antara pengalaman belanja dan intensitas pembelian mahasiswa
Universitas Syiah Kuala
.
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ABSTRACT
This study aims to test the effects of mediating risk perseption of products on the relationship of shopping experience and intensity
of purchases on Syiah Kuala University students.The data were collected from 150 students with purposive sampling techniques.
The result of the study show that online shopping has a positive significant effects on purchases and product risk perception on
students. Product risk perception also has a significant negative effect on purchases. Product risk perceptions are proven in
mediation partially the relationship between shopping experience and the intensity of purchases on Syiah Kuala University students.
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